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Abstract 
This dissertation was written as part of the MSc in Management at the International 
Hellenic University. It aims to contribute to the international business and marketing 
literature by shedding light on the export behaviour and performance of small and 
medium enterprises (SMEs), in the Greek market.  
 
In spite of their relevance, there is a scarcity of research in the SME export centred 
literature, within the Greek context, thus it becomes apparent that more investigations 
should be carried out in this particular setting. The objective of this study was to 
explore the linkages between the theory of exporting and the international business 
strategies that small firms in Greece use. A qualitative approach was adopted, 
involving 5 in-depth interviews with key decision makers of internationalizing small 
firms based in Thessaloniki. In this sense, the present study identifies and proposes for 
further analysis the following topics of increased importance for SMEs’ export activity 
and performance: 1) Do Greek SME’s follow the theory of international expansion? 2) 
What types of foreign market’s entry mode choices are available and appropriate for 
Greek SME’s? 3) Is there any pattern to the direction and approach to the foreign 
development of the Greek SME’s? 
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my supervisor, Dr Eleni Mavragani for all her guidance through this process; your 
discussions, ideas, and feedback have been absolutely invaluable. Any attempt at any 
level could not be satisfactorily completed without the support of my girlfriend and my 
fellow graduate students. Your love and your laughter have kept me smiling and 
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Introduction 
According to Gaur & Kumar (2009), increasing globalization and decreasing trade 
barriers have made easier and necessary for many companies to expand into foreign 
markets. Increasing globalization gives companies in Greece the opportunity to 
develop their activities in emerging markets. According to Ruzzier et al. (2006) three 
factors drive the business globally. The first factor is the growth of low cost technology 
that connects people and locations. Second factor is the declining of trade barriers and 
financial deregulation. At last, some countries, that were closed areas due to the 
socialism, are now new markets and opportunities for growth and investment. 
 
Internationalization can expand business possibilities, increase the customer base of a 
company, and lower the cost of sales and services while growing the profits (Kogut, 
1985). It may also improve the competitive advantage of a firm, and further increase 
the efficiency of the firm (Kogut, 1985). In SMEs, their domestic market's capital 
constraints and the development of the international opportunities, drive them into 
investing in foreign markets. Entry modes are one of the key research subjects in 
international management science (Werner, 2002). Many studies have explored the 
determinants and efficiency of a company's option between modes of international 
market entry. Nevertheless, financial and personnel resources are limited for SMEs 
(Brouthers & Nakos, 2004). Entry choices are a critical strategic decision for SMEs, 
because they entail contributing capital in markets with different risk, control and 
profitability levels. Resource constraints would restrict SMEs to select entry modes 
with fairly low capital investment to overcome resource constraints and the external 
threats (Ripollés et al., 2012). Unlike big companies, SMEs have specific ownership 
structures and management features that are influential factors for their 
internationalization. SMEs are flexible in nature and tend to conduct their business in 
low-cost structures, thus minimizing the perceived risk associated with the host 
country of the SME. 
 
The research seeks a better understanding of SME’s behaviour during the process of 
internationalisation. More specific, the aim of this study is to review the current 
research on SME foreign market entry mode choices and, based on this review, to 
further identify if the Greek SME’s follows the patterns. Thus, the main research 
questions are: Q1) Do Greek SME’s follow the theory of international expansion? Q2) 
Which types of foreign market’s entry mode choices are available and appropriate for 
Greek SME’s? Q3) Is there any pattern to the direction and approach to the foreign 
development of the Greek SME’s? 
 
This paper is split into five sections to answer these concerns. The following chapter 
discusses the existing literature on the internationalisation process. After that the next 
chapter deals with the research method followed by the results of the survey. The 
paper ends with conclusions and implications for research in the area of the 
internationalisation of small firms. 
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Chapter 1. Literature review 
1.1 Small and Medium Enterprises (SME’s) in Greece 
The sector of small and medium sized enterprises (SME’s) is considered crucial for 
European competitive growth. It absorbs the majority of the European labour force 
and controls two thirds of sales volume in the non-primary sector. Small and medium-
sized enterprises also play a very significant role in the economies of the Central and 
East European states. The SME sector’s significance in these economies is associated 
with such reasons as the social stability through the middle class growth, the creation 
of a large number of new jobs, etc. (Hyz, A., 2006). In recent decades, SMEs have been 
treated with an increasing interest by European policy makers, public authorities and 
economists who are trying to help them find capital and create cooperative 
relationships among them in an attempt to assist them remain viable and competitive. 
(Acs and Audretsch, 1990) 
 
The development of Greek SMEs has a high impact in Greek economy. As shown below 
in the Index 1, more than 97% of the enterprises in Greece are small companies due to 
the strong domestic market orientation and the small market size (Hyz, 2011). Also, 
they represent a very important share of the economy, accounting for a far larger 
share of total employment and value added than the EU average. They produce 63.6 % 
of value added and 85.2 % of the jobs, exceeding 56.8 % and 66.4 % of the respective 
EU averages. Micro firms are the core of Greek economy. They generate nearly 6 out 
of 10 jobs, compared with the EU average of 3 out of 10. Because of the high 
proportion of micro firms, Greek SMEs are lower than the EU average. They hire an 
average of 2.4 people, against the EU average of 3.9. (European commission, 2018) 
 
Since 2008, Greece has lost over 25% of its GDP as a consequence of a reduction in 
domestic demand, both consumption and investment (Gibson, Pavlou, 2017). The 
survival of many companies has thus, to a large extent, been determined by their 
ability to look to foreign demand to fill the gap.  As Porter (1986) said in an era of 
growing globalisation and ever-increasing international competition, new firms need 
to follow internationalisation and export enhancement strategies in order to 
Index 1. Basic figures from the Structural Business Statistics Database (Source: DIW Econ) 
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successfully cope, ensure their long-term viability and exploit opportunities for market 
penetration beyond national borders.  
1.2 Foreign market entry modes  
When a firm decides to expand its foreign operations and enter foreign markets, an 
important strategic decision that has to be taken is the choice of the foreign market 
entry mode (Sousa, Martinez, & Coelho, 2008). There are several foreign market entry 
modes and the most common are exporting, licensing, franchising, joint venture, and 
sole venture (i.e. overseas manufacturing plant) (K. Twarowska,& M. Kąkol  2013). 
Each entry mode has strategic advantages and disadvantages and the choice is 
affected by each firm's characteristics and strategic needs, as well as by the 
environment conditions of the target market. At present, exporting is one of the 
fastest growing economic activities and represents the most common, quickest and 
easiest way for many small companies to internationalise as it requires less resource 
commitment, offers greater flexibility of managerial actions and involves fewer 
business risks, when compared to alternative foreign market entry modes (Leonidou et 
al., 2007). 
 
In the export sector, companies may decide between two alternatives, direct or 
indirect exporting, which are differentiated by the manner in which the transactions 
flow between company and foreign buyers (Albaum et at., 1994). In indirect exports, 
the manufacturer utilizes services provided by independent marketing or co-operative 
organizations operated in its home country, which undertake the responsibility of 
carrying out foreign selling. In direct exporting, the manufacturer itself is responsible 
for carrying out international sales activities, which it manages through a department 
within its own organization (Deepak K. Datta et al., 2002). Therefore, as Anderson and 
Coughlan (1987) note, firms in the internationalization process have to decide whether 
to employ an integrated channel (captive or company-owned) or a channel including 
independent intermediaries. Entry strategy is important in determining a marketing 
strategy for exports. The choice of export channel can be included in a firm's 
internationalization process and refers to the degree to which a firm undertake its own 
export marketing strategies instead of buying them in the market, e.g. through agents, 
distributors etc. (Madsen, 1989). Indirect exports seems to be the most appropriate 
arrangement for small and medium enterprises (SME) working in distant markets 
because they obviate the need for an extensive, internationally focused organization. 
Conversely, the use of direct export strategy seems more suitable for large companies 
operating in close markets as they are more active in the marketing strategy formation 
(i.e. better control over marketing mix). However, such strategy requires significant 
capital commitment and resource allocation of management and production, along 
with any product adaptations required to meet the overseas buyer's needs (Madsen, 
1989). 
1.2.1 Indirect exporting 
Exporters usually have two alternatives when they export indirectly, either to use 
international marketing organizations or to export through a co-operative organization 
(Deepak K. Datta et al., 2002). In particular, when an exporter decides to use 
international marketing organizations, it has two main options, merchants and agents, 
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and their main distinction is that the merchant holds title for the products sold, while 
agent does not. The index below shows the various export entry strategies that are 
then further analysed on the basis of Albaum and Duerr (2011) classifications: 
 
Indirect Exporting  
(selling goods overseas through a third party- 
relinquish control of selling process) 
Direct Exporting 
(exporter is fully involved in the process of 
exporting in a proactive basis) 
 Marketing Organizations: 
Merchants: 
1. Export merchants 
2. Trading company 
3. Export desk jobber 
Agents: 
1. Export commission house 
2. Confirming house 
3. Resident buyer 
4. Broker 
5. Export  management company 
6. Manufacturer’s export agent 




 Home country based department: 
Built-in department 
Separate export department 
Export sales subsidiary 
 Foreign sales branch 
 Storage or warehouse facilities 
 Foreign sales subsidiary 
 Travelling salesperson 
 Foreign based distributors and 
agents/representatives 
 
Index 2. Methods of Exporting (Source: Albaum and Duerr, 2011) 
 
Export Merchants 
Export merchants usually are engaged in exporting and importing simultaneously and 
they buy or sell on their own account. This type of marketing organization decides on 
several aspects of the international marketing strategy, such as selecting the channels 
in the foreign markets, as well as the activities related to sales, marketing, 
merchandising, advertising, delivery, and services and, sometimes, giving directions to 
the manufacturer for the product itself. Export merchant companies might own branch 
houses or offices, warehouses, docks, transportation facilities, retail establishments or 
overseas industrial enterprises and, often, they become so dominant in the supply 
chain that they influence manufacturer's prices. 
 
Trading Company 
Export merchants are also classified in many countries, as trading companies (e.g. 
general trading companies, export trading companies, federated export marketing 
groups, commodity trading companies etc.). These companies often have an important 
role in foreign market entry and export marketers can use them either in direct or 
indirect exporting. They often become so dominant in specific markets that exporters 
cannot compete with them and, therefore, export strategies have to change to 
enhance their co-operation. 
 
Export Desk Jobber 
Another type of export merchant is export desk jobber (also called export drop shipper 
or cable merchant) who is primarily used in the foreign selling of raw materials, and 
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who generally never sees or physically acquires the goods bought or sold and rarely 
owns these goods for more than a few hours. Manufacturers using this type of export 
merchants come closer to direct exporting since they are responsible for the physical 
movement of their products. Export desk jobbers are experienced in identifying 
sources of supply and markets but they do not seek to establish manufacturer's goods 
in specific markets by developing permanent market relationships. 
 
Export Commission House 
The export commission house is a group of international buyers residing in the 
exporter's home country and it works on the basis of orders issued from these buyers 
who pay a fee for the service they hire. Exporting manufacturers are not directly 
involved in the transaction, but only bid for the specifications given by the commission 
house; usually, the lowest bid gets the order (Le. price is the most important factor). 
Selling to export commission houses is an easy way to export, since exporters 
experience little credit risk (i.e. payment is guaranteed) and the problems encountered 
in the physical movement of the goods are undertaken by a third party (i.e. 
commission house is responsible), but it provides little direct control over the 
international marketing of products. 
 
Confirming Houses 
Confirming houses are mainly employed by small and medium enterprises and they 
assist overseas buyers by verifying orders already placed so that the exporter can 
receive payment when the goods are shipped (sometimes they are also involved in 
making arrangements for the shipper). The confirming house interposes its credit 
between the buyer in the importing country and the exporter in the exporting country 




Resident buyers are similar to export commission houses. In particular, they represent 
all types of overseas buyers that aim to keep close and continuous contact with 
overseas sources of supply and are either sent to the exporter's home country or are 
local people appointed as representatives. However, they differ from export 
commission houses in that the resident buyers are representatives of foreign 
customers who are permanently employed and therefore the exporting producer has 
the opportunity to flourish in a stable and consistent trading partnership with foreign 
markets. In addition, they are highly price-conscious towards their product selection 
with other factors (e.g. established brand, trademark etc.) being less important and, 
usually, they are employed by large retailers. 
 
Broker 
The main function of brokers is to bring a buyer and a seller together without handling 
the products sold or bought and they are paid a commission in principal. Usually, they 
are specialized in specific products or classes (e.g. they are commodity specialists) and 
their distinctive characteristic is that they can act as agents for either the seller of the 
buyer. 
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Export Management Company 
Export management companies (EMCs) are independent intermediary organizations 
specialized in international sales and they work for several allied (i.e. non-competing) 
manufacturers by conducting business in the name of each manufacturer (i.e. act as an 
"export department" for each manufacturer). Many EMCs work on a commission basis, 
but the majority, do their own financing by undertaking all credit risks abroad and 
paying the manufacturer in cash for each order. These companies are particularly 
beneficial for SMEs because they provide valuable export marketing services, which 
these companies usually cannot afford. For the manufacturer, an EMC provides a 
tailor-made export department along with its experience without extra cost, handles 
all selling activities, performs analysis on international markets, selects the best type of 
channel within overseas market and, usually, it does its own advertising and 
promotion. In addition, it can provide legal advice (e.g. patent and trademark 
situations) and credit information for foreign customers and it can lead to economies 
of scale (e.g. in shipment costs by consolidating orders from different manufacturers 
or promotion shared with other products), thereby reducing manufacturer's expenses. 
In general, EMCs can assist manufacturers to set up an export department quickly and 
relatively cheaply by providing experience and knowledge in the specific sector. 
 
Manufacturer's Export Agent 
In contrast to Export management companies, a manufacturer's export agent 
maintains its own brand and operates under its own name. It also receives a 
commission for its services, but it does not offer all the services an EMC can provide 
particularly advertising and financial assistance (however it can assume the financial 
risk for an additional charge - commission). Usually, manufacturer's export agents are 
used either when firms aim to sell small orders to overseas buyers, or when they sell 
new products, or enter new markets.  
 
Piggyback Marketing 
Piggyback marketing refers to the case where one manufacturer uses its foreign 
distribution facilities to sell another company's products alongside its own. Usually, 
piggyback marketing is used for goods from non-competitive (but related), 
complementary (allied), or unrelated companies and it offers a simple, low risk way for 
a business to start export marketing operations. Piggyback marketing is particularly 
suited for manufacturers which are either too small to go directly to exports or for 
those who do not want to invest substantially in foreign marketing. However, this type 
of agreement transfers the control of the marketing function to other companies, 
which is not favored by many firms, especially in the long run. 
 
Exporting Combinations 
An exporting combination is defined as a formal association of independent and 
competitive business firms with voluntary membership and organized for purposes of 
selling to foreign markets. There are two major categories of exporting combinations: 
the marketing co-operative networks of manufacturers or merchandisers that engaged 
in the goods of the exporting member(e.g. in agricultural products), and the export 
cartels (e.g. OPEC - Organization of Petroleum Exporting Countries). With this type of 
agreement, the difficulties that usually arise are that different manufactures often 
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cannot co-operate properly and they lose their freedom of choice while individual 
interests are not adequately represented. 
1.2.2 Direct Exporting 
In direct exporting the actual transaction flow is performed by a dependent 
organization to the manufacturer, or a foreign-based marketing agency or client. 
 
Built-in Department 
This type of export organization is the simplest in structure and, therefore, it is most 
suitable for small firms which are relatively new in export marketing and which have 
spare capacity of marketing resources in the domestic market. The main function of 
this department is to sell or direct it, while the other export marketing activities are 
performed by the domestic market-oriented department of the company. However, 
since other departments are usually domestically oriented, they do not have the 
required international knowledge to take proper exporting decisions or they often 
view export marketing as something optional without any real importance for the 
company. Therefore, the success of this type of export organization relies on its 
managers' ability in terms of his or her international experience and co-operation with 
the other departments' managers. 
 
Separate Export Department 
In cases where export sales increase substantially, a fully integrated organization is 
necessary which can be met by setting up either a separate export department or a 
subsidiary export company. Through a separate export department, most of the 
exporting activities are handled within the department because it is a self-contained 
and self-sufficient unit and export operations are performed by personnel with 
international experience and committed to exporting. In addition, this department can 
have a high degree of flexibility in terms of its location (i.e. sometimes this department 
has to be located in international business centers). 
 
Export Sales Subsidiary 
When firms want to distinguish the export marketing activities from domestic 
operations, they establish an export sales subsidiary as a separate corporation. In this 
way, the manufacturer is able to ascertain the profitability of its foreign business and 
minimize internal conflicts faced in domestic departments. However, since this 
subsidiary has to buy the products it sells from the parent manufacturers, the 
manufacturer has to develop an internal transfer pricing system, which can become 
extremely difficult to establish, due to two main reasons: firstly, the method of setting 
up the transfer prices (e.g. affected by distance, decentralization of authority, taxes, 
government regulations etc.); and, secondly, the authority that makes the final 
decision (i.e. either the corporate management or the selling or buying unit or other). 
 
Foreign Sales Branch 
A foreign sales branch is used when the exporter needs close supervision over the 
sales made in a particular market area. This branch handles all sales, distribution and 
promotional work and sells primarily to marketing organizations (i.e. wholesalers or 
dealers) or, in special occasions, to industrial users. The branch often has storage and 
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facilities to maintain the inventory of the product itself, replacement parts, 
maintenance supplies or supplies for operation. A foreign sales branch can also be 
used as a facility for displaying a manufacturer's product line or as a service centre, 
which is particularly important in cases where specialized knowledge is needed. 
However, operating a foreign branch is a costly task (e.g. personnel, facilities etc.) and, 
consequently, it is best suited for large and financially established manufacturers. 
 
Overseas Storage or Warehousing Facilities 
Storage or warehousing facilities are a powerful marketing tool that offers higher 
convenience of handling larger volumes of goods and, usually it is used as a central 
distribution point serving a wide area. These facilities often operate in a free port or a 
trade zone (e.g. New York, Hong Kong, Rotterdam etc.) to avoid usual custom 
procedures and regulations that countries impose. 
 
Foreign Sales Subsidiary 
A foreign sales subsidiary is similar in operation to a foreign sales branch office but it 
enjoys greater autonomy and, often, it has more responsibilities by carrying out 
certain tasks outside those of a foreign sales office. It is a flexible type of organization 
in terms of its physical facilities and operating activities and the main factors affecting 
their establishment in a particular overseas country are taxes (e.g. tax advantages 
when the headquarters are in a highly-taxed country), business practices (e.g. 
restrictions concerning ownership, availability of local stuff etc.) and country 
conditions (e.g. good banking connections, political stability, clarity in legal rulings 
etc.). Usually, a subsidiary purchases the products from the parent company at cost or 
some other price (i.e. usually set by the internal transfer policy employed by each 
company) and then sells them to foreign buyers at normal wholesale or retail prices. 
 
Travelling Salesperson 
Travelling salespersons usually reside in the home country of the exporter and travel 
abroad to perform sales duties. Exporters employ well-trained travelling salespersons 
when they aim to generate new orders. Further use of these salespersons is highly 
dependent on their relative costs and returns (i.e. sales generation). Usually, a 
travelling salesperson performs the selling activity, communicates the product 
information to the customers, obtains orders and aims in improving company's 
position with customers and the general public. In addition, a salesperson can gather 
information for market needs and competitors' moves (i.e. first line intelligence agent), 
as well as information on product performance and future predictions for market 
changes. However, when customer relations are critically important, travelling 
salespersons are less likely to be the best method of direct exporting because, in 
general, there would be not enough customer contact (except when they are 
specialized in this area, e.g. demonstrators or tutors). However, they can assist the 
foreign agents or distributors of exporters by acting as trouble-shooters or they can 
operate as information gatherers and communicators for the exporters (e.g. to help 





Foreign Based Distributors and Agents/Representatives 
Independent marketing organizations (i.e. agents or distributors) can also be used in 
direct exporting and have the same functions as in indirect exporting. The only 
difference arises that in direct exporting these organizations are foreign based, while 
in indirect exporting they are based in the exporter's home country. 
1.3 Steps for foreign expansion 
According to Darling and Seristo (2004), businesses that are the most successful in the 
foreign markets are careful to address ten key points in the development and 
implementation of their marketing activities. These ten key steps for foreign market 
success include a structured process that helps lead the executive and exporting firm 
to: 
  
1. Analyze market opportunity 
2. Assess product potential 
3. Establish market entry mode 
4. Make a firm commitment 
5. Allocate necessary resources 
6. Identify technical issues 
7. Develop strategic marketing plan 
8. Organize operational team 
9. Implement marketing strategy 
10. Evaluate and control operations.  
 
These ten key to success can be seen as distinct measures to expand into a global 
market in the planning process. Nonetheless, a more detailed viewpoint is obtained by 
recognizing the ten points as interrelated issues, which the business executive must 
carefully analyze and assess in order to forecast the effective entry and penetration of 
a specific market (Barrett, 1995). In reality, the process of planning towards to success 
in a foreign market is concentrated on all these ten key steps in an integrative model. 
The method allows the executive to constantly re-examine each of the measures as 
preparation progresses through the model. Each of those 10 steps will be presented 
briefly. As Darling and Seristo (2004) state, to secure success in doing business abroad, 
hard work will needed, information will need to be looked at, and opportunities will 
need to be pursued and taken into account. Too frequently business leaders see the 
export process as a relatively simple access to new markets that the company will 
operate on with minimal or small effort. This is a sure point of view from which the 
company will be suffering a loss or, at most, a minimum level of success in the 
potential market. Success in exports needs consistency and strategic planning; but 
then consistency is the price a company has to pay for successful domestic or foreign 
market entry.  
 
Analyze market opportunity   
 
The first major step for business firms which decide to follow international marketing 
strategies is to identify suitable markets (Darling and Seristo, 2004). Many businesses 
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use government departments, and other business-related organizations, such as 
international trade associations and chambers of commerce, for market information. 
The foreign market's government may also provide useful trade information and these 
international market macro elements can usually lend to a very reliable evaluation 
from a firm's perspective. There are details such as demographics, culture, export 
figures, political system and stability, economic landscape, technology development, 
demand and relative degree of government regulation of the marketplace, all of which 
tend to indicate company's general potential. Perhaps here's one big cautionary 
statement. Many exporters fail in considering foreign market as a cultural, social and 
geographical force which is fairly homogenous. This viewpoint may not be valid since 
many nations, according to Darling and Kash (1998), are composed of a wide range of 
sub-geographic markets with slightly different social, political and economic 
dimensions. 
 
Assess product potential 
The goal in this phase is to recognize the specific differential benefit of a company's 
product in terms of the international markets opportunities (Kotler, 2003). This is done 
by determining the strengths and disadvantages of the client product in comparison to 
the competing goods available to current or potential customers.  
 
The company makes a concerted attempt, with this crucial step towards progress, to 
assess the foreign market usually from a strong place in its domestic market (Darling 
and Seristo, 2004). Hence the executive will focus in this assessment on exactly what 
the company's product does, and what needs it will meet on the foreign market 
relative to its domestic market (Terpstra and Sarathy, 2000). The answers to these 
questions are definitely understood as they refer to the domestic market of the 
company, but they can vary regarding the prospective of foreign market. Through 
addressing these concerns, the manager will help to eliminate complications resulting 
from assumptions regarding the popularity of a product based on its existing market. 
The product of the business may be generally embraced nationally but there is no 
assurance that it will succeed in a foreign market. The product for example may not or 
may need some changes that the firm should fix. However, the company's product will 
need only slight adjustments for the international market and the time to determine 
those specifications is at first, before the company is too deeply involved, and the costs 
associated with the required product adjustments may entail undesirable costs. 
 
Establish market entry mode  
As we discussed in the previous chapter, there are various alternative possibilities in 
respect of a foreign market’s mode of entry. In general, a European exporting company 
can prepare an entry to a foreign market in one of the two basic ways, according to 
Cateora and Graham (2002). Firstly, the firm may sell its good to the international 
market from its domestic production base or from another geographical area.  
Secondly, its resources can be transferred to the international market where they can 
be sold directly to clients or combined with local resources to produce the products for 
sale on the global market and potentially on other domestic market. Such two ways of 
entry, from the management and operations viewpoint, break down into several 
distinctive types of entry, each giving the firm various advantages and disadvantages. 
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The modes of entry can be direct or indirect, as we examined before. The direct 
approach involves the option of an agent or a dealer, or the establishment of a branch 
or subsidiary to represent the company on the market. The alternative solution is to 
provide a contract by which the company assigns different levels of responsibility for 
international sales and/or delivery to a third entity. This third entity could be a single 
buyer that exports to the foreign market or an export business. Cateora and Graham 
(2002) suggested that contract entry types include different alternatives such as 
licensing, franchising, contractual agreements, contracts for construction or turnkey 
contracts, contracts for manufacturing and contracts for co-production. Modes of 
entry include obtaining an established enterprise or creating a new solely owned 
enterprise, or acquiring or development of an international joint venture. Each of 
these modes of entry has its own benefits and inconveniences. For the producer, each 
should have various degrees of control and cost factors. The only way, for the 
executive, to determine which entry mode is appropriate, is to carefully examine each 
alternative. 
 
Make a firm commitment  
Most businesses currently hold shares in the global market because the management 
of these firms made a genuine commitment to that goal. In several ways, these 
companies had no alternative but to look to international markets to fuel their 
demand and their development (Darling and Seristo, 2004). In the absence of 
appropriate growth opportunities in the domestic market, they had to know, in certain 
cases, how to export to accomplish those production economies and technological 
scale. Perhaps a significant point to remember here is that it is not the size of the local 
domestic market that almost always sets the stage for successful exports, nor is it the 
size and complexity of the sector, but rather the degree of commitment that top 
management is making (Walvoord, 1981). Every business strategy needs an initial 
commitment. When a firm chooses to sell a new product, or to introduce a new branch 
office or warehouse, a commitment is made. In making these commitments, the 
company's employees and the management are willing to work hard and take fair risks 
in exchange for the promise of higher revenue and profits (Brown, 1990). It is no 
different to do business overseas; but then again it is also more demanding and 
trickier. This dedication must, of course, be carefully considered in the spectrum of 
other present or future options to business development, and the financial and other 
resources available for that. Management represents a comprehensive approach to 
the firm's potential growth and development by taking the time and energy to 
thoroughly examine its commitment to the export market.  According to Darling and 
Seristo (2004), an analysis of business's strengths, weaknesses, oppositions, threats 
(SWOT), along with market's opportunities and threats evaluated as a framework for a 
strong commitment. With such an analysis structured policies can be established to 
guide export operations, and carefully consider the resource needs. 
 
Allocate necessary resources  
The goal of this phase is to recognize the company's resources that will be required for 
the foreign market success initiative. For example, if the business experiences 
demanding increases and decreases annually, selling goods abroad may be just the 
activity required to even these fluctuations out. Here, it is also important that the 
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initial capital needs and the payback time that is required for penetration or continuing 
to penetrate a foreign market, are both very important to closely examined (Cateora 
and Ghauri, 2000). Business executives must be aware of the need to schedule a fair 
payback period (Kuratko and Hodgetts, 1995). Most of the productive companies, 
operate in the international arena, using tools that are available from sources outside 
the sector, like the intelligence services, offered by the existing leading domestic 
banks. This review of available resources will provide thought to how the enterprise 
can make optimal use of resources that are not a direct cost to the company. (E. Duerr, 
Albaum, G., 2011). The analysis is obviously broad in scope in this step toward success.  
This is also related with a detailed analysis of how resources can be distributed and 
utilized to maximize the success and the development of the company's activities in 
the international field. It is extremely necessary for management to make a clear 
decision about the resources to be allocated to the international market and the 
payback required from these resources' investment (Brown, 1990). 
 
Identify technical issues  
Dealing with a foreign market requires a high degree of precision, particularly in the 
use of a foreign language (Czinkota and Ronkainen, 1998). The words and phrases that 
are used usually have unique legal significances. Business executives will be protected 
if they are used correctly and there is room for misunderstanding and inefficiency 
when they are misused. English is widely accepted as the principal foreign business 
language. In non-English speaking markets, however, full reliance on this 
generalization can cause to the business firm seriu.ous problems.  In this step, the aim 
is not to make the business executive an attorney, although the obtaining of suitable 
legal advice is strongly recommended as an essential element of effective export 
marketing. ann ee t Nevertheless, some of the key documents and legal procedures 
used in exporting to a foreign market, must be decided in advance by both parties in a 
negotiation.  The fact that a second, or even third or fourth, language may be used by 
the export executive in the negotiations makes agreed meanings imperative (Terpstra 
and Sarathy, 2000). 
 
Develop strategic marketing plan 
Through this main stage all previous analyzes and thoughts are brought together. The 
export executive brings together all the ideas , information and goals through this 
crucial progress phase and then translates them into a workable, organized action plan 
(Kotler, 2003). The index below provides contents for a strategic international 
marketing strategy for a business. The strategy provides concrete targets, timetables 
for execution, and criteria for measurement and monitoring tasks. Evaluation and 
monitoring allows the organization to assess its success and assists management in 









Executive summary: Overview of plans for the foreign market 
Introduction: Why company should do business in the foreign market 
Part I: A statement of foreign market commitment 
Part II: 
The background/situation analysis: 
a) Overview of market opportunity 
b) Primary target market segments 
c) Analysis of competitive situation 
d) Assessment of product potential 
e) Identified market entry mode 
f) Operational strengths and weaknesses 
g) Resources of firm to be allocated 
h) Organizational structure for market 
Part III: 
Strategic foreign marketing plan: 
a) Identified marketing goals 
b) Product analysis and selection 
c) Warranties and other product services 
d) Pricing and other terms of sale 
e) Distribution intermediaries to be used 
f) Shipping and other transportation means 
g) Warehousing and other logistical means 
h) Market information system needed 
i) Methods of advertising and promotion 
Part IV: Operational budget and pro forma financial statements 
Part V: Implementation schedule and timetable 
Part VI: 
Procedures for evaluation and control, including periodic 
operational/management audits 
Index 3. Strategic marketing development plan (source: Darling and Seristo, 2004) 
Index 3 indicates a list of points that should be considered, but which of these points 
have primary significance to its export marketing activities, the particular company 
should add. According to Szymanski et al. (1993), throughout this planning process, the 
one and only way a manager would deal with it successfully is to review, probably 
revise and improve the necessary steps described earlier in this decision-making 
model. It is highly necessary to have the right marketing mix: product, price (and other 
terms of sale), place (distribution), and promotion. Every single enterprise and its 
management must create and adapt their own unique outline. Even so, the same 
importance remains for the review process. 
 
Organize operational team  
In the international market environment, the strategic coordination needed by the 
exporting company tends to be far more complicated than in the domestic sector 
precisely because there are typically more people involved, both within and outside 
the firm, in bringing the products of the company into the hands of the consumers 
(Johnson et al., 1993). This is also a significant step for progress as well, and can be an 
interesting and demanding management experience. In addition, this move will also 
provide useful insights into changes which should also be made in the domestic 
marketing organization of a company. As Johnson et al. (1993) demonstrate, for a 
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variety of reasons, the coordination needed for a global company to compete appears 
to be difficult. Firstly, the people involved consist essentially the whole firm, from 
manufacturing, accounting, and marketing employees to shipping and transportation 
employees. Usually conducting business globally will entail a range of distinct 
operating tasks, and management will have to ensure that roles are delegated 
sufficiently. Second, it is non-company organizations like the freight forwarding 
companies that work with the company's traffic personnel. These businesses manage 
packing, export processing, and (if the shipper wants) even a lot of the paperwork that 
is required. Thirdly, assistance from organizations such as international banks whose 
expertise can help the company identify global market prospects and other problems 
like the ones that described in this content (as well as financial concerns) such as 
capital financing and collection of payables from foreign clients. Since the company's 
bank would play such an important role in this case, the business executive must be 
careful in selecting a bank with suitable foreign trading capabilities and connections. 
Furthermore, the exporting business has at its hands a number of other services such 
as government, export consultants, embassies, trade unions, private sector consulates, 
and export management companies. Growing each of these has multiple advantages, 
which will save the exporting company time and energy. 
 
Implement marketing strategy  
At some stage in the company's internationalizing phase the call to step out and 
execute the marketing strategy will be made. There is typically a high level of 
uncertainty at this stage as the organization generally does not have all the knowledge 
that management deems necessary (Brown, 1990). Though, the company evaluated 
the business opportunity, assessed its product value, agreed on a market entry 
strategy, made a firm commitment, allocated the required resources, defined 
important technical issues, developed a strategic marketing plan and organized its 
operational team. Now, armed with a firm commitment from top management, the 
international marketing department will advertise, distribute and deliver the 
company's product to the target market. Another significant factor here is the 
determination not to separate those team members who are assigned to spend 
substantial amounts of efforts and time in the international market. When the 
decision-making process has been implemented correctly and every step for success 
has been carefully analyzed and tested, the business should be prepared and ready to 
join the international market successfully. Nevertheless, when a problem occurs, the 
organization should have developed the structure and the tools required to deal 
effectively and efficiently with the problem. One of the emerging advantages that is 
expected when the business engages aggressively in a world market is the marketing 
learning curve. The company should be able to develop more effective market 
research practices, more efficient marketing channel intermediaries, management 
approaches and improved methods to organize marketing activities. Such an increasing 
maturity will help the company achieve maximum level of growth and development. It 
is sure that at the same time company's rivals, both domestic and international, also 






Evaluate and control operations  
The final key step in the total phase is such an important factor for progress that it 
requires full consideration. The evaluation and control of operations means exactly 
that. Regardless of how well the organization is prepared, or how efficient it has been 
in reaching and expanding an international market, a review would be required to 
ensure maximum outcomes are obtained (Cateora and Graham, 2002). The 
international market is constantly evolving, as is the local domestic market, and the 
exporting firm must be able to adjust. For instance, management can believe that by 
changing the company's product, the existing foreign market can be further expanded; 
or that a new set of economic and social circumstances allows the business to 
incorporate a new target market segment into its product. The only way the company 
can profit of these changes is to stay in charge of the marketing situation and the only 
way that can be achieved is to analyze and monitor that situation on a regular basis. 
The 10th step never comes to an end. No matter how big or how small the business is, 
no matter how impressive the results from the activities of the global market are, 
management needs to look back from time to time from the ongoing operations and 
carefully examine what needs have been accomplished and how it has been achieved. 
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Chapter 2.  How far is theory from the practice: The research 
2.1 Methodology 
Research design 
A short research analysis on export strategies was undertaken with the above 
observations in the literature, followed by the Greek SMEs, to decide if the practice 
meets the theory. The research has followed a case study approach involving 5 in-
depth semi-structured interviews with Chief Executive Officers (CEOs) or export 
managers of Greek internationalizing small to medium sized companies. A sample of 
five ‘traditional’ manufacturing firms was selected for investigation in the area of 
Thessaloniki due to convenience reasons. The research objective and decisions relating 
to the choice of method, sample selection, data collection procedures and analysis are 
elaborated upon hereafter. 
 
A descriptive approach was used to conduct this study and in-depth interviews were 
performed to evaluate the real connection between the theory of exporting and the 
practise. In-depth interviews were considered to be the most appropriate mean of 
exploring the phenomena under investigation because, according to their stated 
inability to complete questionnaires, this may be the best approach to collect 
knowledge from key decision maker. Also, this method was implemented in order to 
look for richer and more in-depths perspectives into the complex phenomena which is 
under investigation, and to try to answer the ‘why’ and ‘how’ type research questions. 
As Miles and Hubernman (1994) observe, in-depth interviews, as a research strategy 
enables insights to be gained into the respondent's own interpretations of their 




The data were collected in spring-summer 2020. The sample was composed of firms 
provided by the local Chamber of Commerce and Industry (EBETH), and Exporter's 
Association (SEVE). From these sources, 5 firms were selected which met the 
predetermined criteria:  
 
1. They were small or medium enterprises employing between 10 and 500 
employees. 
2. They manufacture and export the following products: metal articles, 
machinery, marbles and granites. 
3. They are located in the industrial and manufacturing area of Thessaloniki. 
4. They have a minimum annual turnover of 1 million euro. 
 
As can be seen in Index 4, the firms were compatible by age (Over 10 years) and 
turnover (1-5 millions €) except the firm No 5. However, while some companies 
appeared to be slightly more experienced in exports, others had generally higher 
export ratios. These variations indicate gaps between the companies in the speed of 
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internationalisation. However due to the relatively small sample size, generalizations 
should not be made. 
 











Period of establishment      
 Less than 10 years      
 10 - 20 years  Χ   Χ 
 More than 20 years Χ  Χ X  
Size of firm (turnover in € m)      
 Up to 1      
 1 - 1,9 Χ  Χ Χ  
 2 - 4,9  Χ    
 More than 5     Χ 
Export experience      
 Less than 5 years      
 5 - 10 years      
 More than 10 years Χ Χ Χ Χ Χ 
Export initiation      
 Less than 2 years after 
start-up 
    
Χ 
 2 - 5 years after start-up  Χ Χ   
 6 - 10 years after start-
up 
     






Export ratio (% of turnover)      
 Less than 20 Χ  Χ Χ  
 20 - 49  Χ   Χ 
 50 - 69      
 Over 70      
Index 4. Characteristics of the Sample 
 
In order to facilitate further discussion of the themes emerging from the research, 
background information on each of the case study firms, including brief details on age, 
size, products, markets and export involvement, is contained in index 5. Company 


















































1982 11 1.1 1999 
Middle 
East 
5 Iron trade CEO 2006 18 30.1 2007 Balkans 
Index 5. Basic Characteristics of Case Firms 
 
Interview method 
Information was gathered, as already described, through in-depth interviews with 
either CEOs or export directors. The interview schedule included a variety of 
standardized questions designed to gather data for classification purposes (firm size, 
age, export experience, export ratio, market’s first export, current market, etc.). In 
fact, an open-ended set of questions has been used to analyze business strategies and 
to discuss the essential explications for internationalization actions. These, contained 
questions about particular situations concerning some events (e.g. the first decision to 
internationalize, the eventual selection of markets entry decisions etc.) and 
explanations for why such decisions were made. Relevant events which resulted in a 
shift or a reorientation of the company strategy were also analyzed in depth. These led 
to a broad discussion of business and internationalization strategies in such a way that 
respondents could express their own point of view on the way in which such strategies 
have been developed. In order to gain a profile of participating businesses and to 
compare whether the companies' actions meet the theoretical principles, structured 
questions were analyzed manually. 
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2.2 Findings 
First of all during the interviews, the growing importance of export operations to 
business survival was mentioned repeatedly by all respondents, for example:  
 
“You have to be an all-rounder, so you have to be able to deal in both the Greek and 
foreign markets.” *CEO, firm 1+  
 
“I would bet that companies that fail in Greece are companies that trade on the Greek 
market only, and do not have the backstop of exporting.” (CEO, firm 2) 
 
 “When we talked of going overseas, we agreed that if we were to succeed, we would 
have to get into these (export) markets.”(Export manager, firm 3)  
 
“To ensure the sustainability and the prosperity of the business we had to extend our 
export activities.” (Export manager, firm 4)  
 
“The Greek market is declining and there have been a lot of exports from Europe to 
our markets, so we are very active internationally and it really is a matter of survival.” 
(CEO, firm 5) 
 
Out of the five companies, three of them exhibited common characteristics in their 
approach to international markets (firms 2,3,5). Quickly after launch, that is, within 5 
years from start-up, they internationalized. It was partly due to the fact that there 
were more prospects in the international market rather than in the domestic market. 
In all of these three cases, the existence of networks already established by their 
owner/ managers encouraged this plan. Those firms' managers had already developed 
contacts, based on their previous employment experiences that influenced market 
selection patterns and market entry strategies. The management team at one of the 
three firms (firm 2) also hired an experienced director with global contacts shortly 
before the company's product was deemed ready for foreign distribution. Two of the 
three companies tried to seek government help actively (firms 2,3). It was obvious in 
firm 3 that the small domestic market could not maintain the company and therefore 
government funding was received to produce leads in sales. At the moment the 
company was able to begin overseas sales, the management committee determined 
that it would be beneficial to conduct trade missions and exhibitions across the world; 
up to this point, domestic demand was overwhelmed by capacity. These businesses 
enter the foreign markets fairly slowly by first approaching one market. 
 
A little slower than the other three, two out of five businesses (firms 1,4) 
internationalised ten years after business start-up. They both internationalised as an 
outcome of what might considered as a ‘random meeting’. For instance, the CEO of 
firm 1 was on vacation with his family and met by chance with a business executive 
who was also on vacation with his family. Throughout the holiday they developed a 
bond and discussed the prospect of a joint business deal. The case of firm 4 displayed 
similar characteristics to the previously mentioned firm 2 (which was rapidly 
internationalized) by enabling networks to be accessed by hiring a skilled and 
experienced manager. The criteria on which the manager was hired may, therefore, be 
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called “by chance”. Until that time, the owner had not promoted a post to deal with 
the growth of the overseas markets, and did not actively discuss the prospect of 
entering into foreign markets. A spontaneous incident at a group gathering resulted to 
a meeting with "a friend of a former friend." The two began a relationship which, in a 
fairly short period of time, progressed to hiring and to the eventual 
internationalization path for the company. 
 
None of the management teams of the companies were born overseas, but the 
majority had prior experience and jobs in the foreign market. This was the main way 
that the foreign networks were developed, for instance through operating with 
intermediaries located in various countries. Not unexpectedly, this had affected the 
original market preference in most situations, but this was in relation to the sales 
opportunity of those markets. It had also affected the preference of approach adopted 
for market penetration. All the pre-mentioned firms, however, displayed an open 
mindset towards international expansion. For instance, after expected or unexpected 
opportunities were recognized, they were immediately exploited by the management 
teams. Problems of proximity or cultural similarity were not so relevant in either of the 
businesses. More relevant, due to the complexity of the market they were dealing 
with, was to exploit existing networks, and target key markets. 
 
In terms of the internationalisation strategies used, four of the firms pursued their 
development on the same path as they had started, i.e. via direct exporting and more 
specific via travelling salespersons or foreign based distributors (firms 2,3,4,5). A 
variety of factors affected this strategic consistency, like the exploiting networks, the 
amount of money available for foreign business growth, plus the awareness of the 
managers regarding the international market penetration strategies. According to the 
managers of these firms the entry modes were suggested not only because these 
approaches were relatively costly to implement compared with other modes, but also 
because it had other benefits. These were primarily the simper market entry and exit 
and also the benefit of risk reduction by growing revenue across a variety of markets. 
Concerning the firm 1 there was a change in market entry strategy. The firm 
commenced internationalisation with a subsidiary and then switched to a less 
committed form of market entry such as foreign based agents. The biggest difference 
was that internationalisation was planned and appeared to be the case in the first four 
firms. While in the latter, it was initially unplanned and has now evolved into an 
organized strategy. As such, the latter company's management teams have established 
strategic skills and moved from responding to unplanned and to "by accident" 
incidents, to executing a cohesive and planned strategy. 
 
Regarding the role of firms’ resources and capabilities there were analysed based on 
the respondents’ views. In three out of the 5 cases, there were company-specific tools 
that provided the firms with capabilities and thus competitive advantage which 
allowed early internationalisation. For instance, in the case of firm 2, the innovative 
technology and manufacturing process of its products influenced the ability of the 
company to begin selling its products to a foreign market. Meanwhile, for the firms 3 
and 5, trade-related skilled labour was considered important in firm 
internationalisation. Thus, skilled employees are the biggest assets that enable the 
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firms to deliver innovative business process solutions to typically increase the 
efficiency of their companies. This was evident from the manager’s replies when asked 
about resources that are necessary to the effort of success in the foreign market 
internationalisation: 
 
“It’s just the humans. You should wisely pick your employees and the rest will come. 
(CEO, firm 5)” 
 
“It’s about having people with the right qualifications, people with the right experience 
to drive the business internationally.”(Export manager, firm 3) 
 
Firms 1 and 4 acknowledged that when the firms started to internationalise the 
competitive pricing was part of their strategy. Primary strength and skill of the 
company was to maintain an effective production line which held its production costs 
low. The reason cited for this strategy was:  
 
“First, when you start selling abroad and you are not established, prices are really 





From these findings, several themes emerge, some contribute to the topics presented 
in the theoretical framework, and others add new perspectives to the 
internationalization process of SMEs. From the findings of this study, there is no 
question that smaller firms both have the potential and ability to enter international 
markets, if they are able to overcome the challenges in the international development 
process and effectively establish their footprint on overseas markets pursuing the 
export principle. However, it is important in terms of the contribution to the growth of 
theory. 
 
Something we found out from our empirical findings is that the mindset of the 
company plays an important role on the internationalization decision. The company’s 
and managers mindset has to be turned to international development in order to start 
their growth. Two main factors related to that have been identified. The first one is 
curiosity. In order to expand abroad you need to have the curiosity to see if your 
product is going to work in other markets and what will be the differences and 
challenges with the home market. Then the second one is the need to adapt the 
mindset to the abroad market. If the company still consider itself as a Greek firm and 
not as a global firm it will then be less attracted to develop to a new market. 
 
Q1: Do Greek SME’s follow the theory of international expansion? 
 
According to the theory analysed in our research, expanding small-medium companies 
initially establish their activities in foreign markets through sporadic exports. Following 
the initial sporadic export, the companies export through an independent 
intermediary, for example, an agent. The third step involves establishing a sales 
subsidiary in the foreign country and the final stage is to manufacture within the 
market. After conducting the in-depth interviews we came to the conclusion that all of 
the companies in the study appear to have internationalized as the Basic Mechanism 
of Internationalization suggests, which is, by conducting current business activities in 
the foreign market and acquiring experiential knowledge (both market knowledge and 
internationalization knowledge) in the process. Furthermore, the acquired experiential 
knowledge facilitated the companies’ internationalization processes as decisions were 
made to gradually increase the commitment of resources to the international markets. 
 
Q2: Which types of foreign market’s entry mode choices are available and appropriate 
for Greek SME’s? 
 
The SME’s across the different markets are using a number of entry modes. Although 
the majority of the firms have commenced internationalisation with foreign based 
agents, the firm 1 started with a subsidiary and afterwards moved to less committed 
form of market entry mode. The key distinction was that internationalisation was 
planned and continued to be the case in the first four firms. While in the case of firm 5, 
it was initially unplanned but had now grown into a planned strategy. Wholesaling, or 
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selling goods directly to foreign markets with agents, tends to be an effective approach 
readily used by most of these companies to solve any financial barriers to global 
expansion. As per the variables affecting the option of entry mode, it can be suggested 
that the main problem for these businesses is the amount of capital available. With 
regard to the barriers to internationalization, the major influence on the entry method 
chosen for most companies was the level of costs involved and the amount of risk that 
the company incurred in deciding to enter a new foreign market. 
 
Q3: Is there any pattern to the direction and approach to the foreign development of 
the Greek SME’s? 
 
In some companies from our sample the path to internationalization is characterised 
more by a change process than by a predetermined strategic expansion plan. The 
results would indicate that it would be better to describe international development as 
a reaction and response to opportunities both at home and abroad. For such 
businesses, internationalization appears to be ad hoc, requiring opportunistic 
responses to unpredictable events and plans for the international market. The degree 
of complexity and flexibility needed to work in culturally distant markets are attributes 
inherent in the majority of the SMEs reviewed here that have successfully expanded to 




Limitations and future research 
Interpretation of the findings and conclusions of our study should be made in the light 
of certain limitations. The scope of this qualitative study was, from a methodological 
point of view, national, and essentially manufacturing oriented. While these samples 
are indicative of the exporting marketing of SMEs within the specific country context of 
Greece, they are unlikely to be entirely representative if they are generalised too 
broadly. Therefore, generalizing these findings to other geographical contexts the 
economic and cultural differences in each environment should be considered.  
 
Identification of the composite behaviours of firms in relation to internationalisation, 
and determination of the effect of specific behavioural patterns on subsequent firm 
performance, would seem to be a useful direction for internationalisation research to 
take. Examining the form of cross-border connections and links made by small firms at 
first and subsequent internationalization steps can help determine where advice and 
support can be given.  
 
Market entry mode decision was primarily studied as a profit-maximizing problem for 
industrial organizations which operate for profit and growth. However some non-
industrial organizations, such as public universities or chambers of commerce, do not 
primarily exist for profit, expansion or growth. These organizations' market entry mode 
decisions are not usually guided by profit maximisation. The differences in the decision 
making of profit and non-profit-oriented organizations in the entry-mode are worth 
investigating in depth. Even market entry mode decisions can vary from time to time 
due to different macro or micro contexts. Inter - temporal studies on this issue may 
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